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EXTENDED ABSTRACT
Research on misdeeds in marketing is at a relatively early stage of development, especially
considering the thirst of customizing effective remedies to diverse crises for segmented consumers.
In terms of the characteristics of business misdeeds, some of them are related to productperformance or product-harm crises (PPR) while others are symbolic, ethical, or business valuerelated (BER) (Huang, 2015; Hafenbradl & Waeger, 2021). Much of the research on these
corporate response strategies has unilaterally focused on the question of what the misdeed firm
should do after a scandal, such as denial, or apology, or compensation (Dutta & Pillutla, 2011).
There are few studies that investigate how the misdeed firm should deliver a specific remedy
strategy for different types of misdeed between current and potential consumers. With an effort on
closing the research gap, the current study aims to investigate the impacts of remedy strategies on
PPR and BER misdeeds.
The findings suggest that different types of misdeeds moderate the effectiveness of response and
correction plans between current and potential consumers. Firms need to take different remedy
strategies for potential and existing consumers. Among potential consumers, reduction of
offensiveness (i.e., the response plan) is the best remedy strategy for BER misdeeds (Wei et al.,
2020); but for PPR misdeeds, the costly correction plan seems to have the same effect as the
response plan. These results may be explained by the inference that potential consumers value
symbolic benefits more than functional benefits when they consider buying a product from the
firm that has revealed misdeeds (Wei et al., 2020; Dutta & Pullig, 2011; Harrison & Huang, 2020).
This study highlights the fact that research on business misdeeds in marketing is at a relatively
early stage of development, especially for potential consumers. Among current consumers, BER
misdeeds are more harmful than PPR misdeeds in term of decreasing consumers’ (re)purchase
intentions. Most existing research has overlooked the role of brand positioning in business
misdeeds context. The finding of the current study is addressing this neglect. Some brands highly
focus on their symbolic values while some others mainly focus on their functional benefits. It can
speculate that after the occurrence of a business misdeed, brands with different positioning may
require different types of remedy strategies regarding monetary (Liu et al., 2017) and/or emotional
compensations (Claeys & Cauberghe, 2014; Raithel et al., 2021).
To the best of the author’s knowledge, this work is one of those pioneer original empirical studies
that address the characteristics of business misdeeds and consumers simultaneously, which have
been relatively less researched in crisis management. One major contribution is the study of the
moderation effect of misdeed type on the purchase intention between potential and current
consumers. Another contribution is that the current research has extended the literature of holistic
versus analytic thinking style (Nisbett et al., 2001) to the context of business misdeeds in the

domain of existing and potential consumers. Consumer’s mindset may influence trust recovery
after business misdeeds (Murphy & Dweck, 2016). The reaction patterns of potential consumers
in the current study suggest that they are likely to have holistic thinking style that leads them to be
less susceptible to misdeeds than current consumers who may be dominated by analytic thinking.
After a business misdeed, potential consumers’ purchase intention exhibits an increasing trend
compared with the negative slope of current consumers. This is probably because potential
consumers as holistic thinkers are more likely to consider external context-based explanations,
which are the response and correction plans in this context, for business misdeeds (Monga & John,
2008). As analytic mindset individuals believe in people’s ability to change, they are eager to
perceive corporates’ remedy strategies, such as a prompt apology or a sincere promise of change
(Wei et al., 2020). Current consumers are thus more likely to forgive the misdeed firm than
potential consumers with holistic mindset who believe human traits are relatively fixed and hard
to change.
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